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ENTIRE PUBLIX PERSONNEL IS 
MOBILIZED IN CONCERTED EFFORT 


FOR GREATEST-PROFIT-WEEK 


A massed-effort by every theatre in the Publix circuit for a week of 
record-breaking profits, in compliment to President Sam Katz, is the ges- 
ture of appreciation now being executed and timed for completion on the 
day Mr. Katz returns from his badly needed vacation. 


It is “Sam Katz Week In Publix,” | 


from Saturday, February 23 to 


March J, The date will vary one| 


day, aecording to the customary 
theatre opening date. 

Although the week of special 
effort is to be known to the general 
public as “Publix Celebration Week” 
from coast to coast, it will be cele- 
brated within Publix ranks pri- 
vately as really “Sam Katz Week.” 

The effort, inaugurated by Vice- 
President Sam Dembow, Jr., was 
instantly approved by the entire 


Home Office Executive Cabinet as| 


well as heads of theatre manage- 
ment divisions and districts. In 
turn, approval was spontaneous in 
eve theatre, a quick poll revealed 
to district managers. 


A letter, written by Mr. David 
J. cn, Generai Director of 
Theatre Management, and signed 
by the Executive Committee in 
charge of Home Office plans for 
the “Celebration Week,” was ad- 
dressed to all department heads 
and division managers, and in turn 
relayed to district and city man- 
agers for local compliance. This 
letter, with the one written by Mr. 
Dembow, is published elsewhere in 
this issue.. 

A special manual containing sug- 
gestions for advertising and pub- 
licity and exploitation was pre- 
pared, and has been distributed. 
As PUBLIX OPINION goes to 
press, the preparations, for the 
Celebration Week are well under 
Waoe 

Radio, special screen - trailers, 
special theatre “fronts” and canopy 
displays, proclamations by mayors, 
parades, civic demonstrations, and 
scores of other promotional ideas 
are in work in theatres everywhere. 
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MR. DEMBOW STARTS THE 
CELEBRATION!! 


The following letter from Mr. Sam Dembow, 
Jr., addressed. to members of the Home Office 
Executive Cabinet, and to all Division and District 
Managers, brought the spontaneous response that 
resulted in the launching of “PRESIDENT 
SAM KATZ APPRECIATION WEE! ri 


Read it and catch its-spirit of enthusiasm: 


Mr. Katz is 
planning a much- 
needed vacation 
and the thought 
occurred to me 
that it would be 
a nice gesture and 
fine compliment 
to his leadership 
if, during his ab- 
sence, or perhaps 
on his return, we 
surprised him by 
rolling up the big- 
gest profit week 
in the history of 
the Publix orgart- 
ization. At the ; 
same time, this q 
will also affordus j 
a splendid oppor- 
tunity of demon- 
strating our 
potential strength 3 
and what can be 
accomplished by 
a concentrated ef- 
fort on the part 
of everybody in 
our entire organ- 
ization. . 

In an informal 
meeting, at which 
was present prac- 
tically every one 
of our home office 
executives, we de- 
cided abit the 

k 0 ruar 
23rd, which is shout ihe time we expect Mr. Katz to return 
from his vacation, will be designated as “KATZ: WEEK, during 
which period it ip a our object to break every existing record 

ofits in our theatres. ’ : : 
Ont how you will accomplish this result is something to which 
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xt few days you will hear what our’ thoughts are in con- 
Sok with this week and what will be éxpected of each and 
every theatre in your district. 
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f one thing I am certain, and that is that you will receive =: 

vb fullest support and cooperation from the home office and i: 
the rest will be up to you and your boys. i 
It is needless for me to tell you how anxious I am, personally, i 
that this particular week prove 4 tremendous success, and I Hi 
sincerely hope that you won’t disappoint us. il 
With kindest regards, I am, H 
Very truly yours, # 

-SAM DEMBOW, JR. i 
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Publix Theatres Corporation, Paramount Building, New York, Week of February 16th, 1929 
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STUDY 
THAT 
MANUAL ® 


A comprehensive SPE- 
CIAL MANUAL 
covering PUBLIX CELE. 
BRATION WEEK has 
already been sent you! 
You’ve only got a few 
days to go! Use it! Make 
everybody in your organi- 
zation HIT! Nobody gets 
a base-on-balls! Make 
everybody HIT! Use the 
manual! Let everybody 
see it in group meetings! 
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WHAT OUR 
PARTNERS 
WILL DO 
TO HELP 


The following telegrams, re- 
ceived by Mr. Dembow in 
response to notification of 
PRESIDENT SAM KATZ 
CELEBRATION WEEK, 
clearly indicate the enthusias- 
tie support PUBLIX CELE- 
BRATION WEEK will get 
from our partners. 


FROM KUNSKY-PUBLIX 
All of us in Kunsky-Publix 
will co-operate heartily in mak- 
ing this a banner oceasion. 
I. D. Moule 


FROM SKOURAS-PUBLIX 
Count on us to do our best to 
make the Skouras-Publix drive 
in St. Louis and Indianapolis 9 
big success. Everyone is inspired 
by the opportunity to express 
our apprecition of Mr. Katz’s 
leadership genius. 
Chas. P. Skouras 


FROM BALABAN AND 
KATZ-PUBLIX 

Please assure everyone that 
the entire cirenit can depend 
upon Balaban and Katz doing 
everything possible to make this 
the Biggest Publix Profit Week 
of the year. 


John Balaban 


FROM BLANK-PUBLIX 
Thanks for the opportunity. 
We'll try to make our contribu- 
tion top every record this ecir- 
cuit has ever made. 
A. H. Blank 


FROM SAENGER-PUBLIX 
The Saenger-Publix Theatres 
will do their share with the ut- 
most satisfaction. Depend upon 
us for a substantial showing. 
E. V. Richards 


FROM GREAT’ STATES- 
PUBLIX 


Great States-Publix regard: 
this as a marvelous opportunity 
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RUBIN GIVES 
RESULTS OF 
SURVEY ON 
SOUND 


Following the warning is- 
sued by Mr. Chatkin on the 
importance of watching sound 
effects in theatres, Harry Ru- 
bin, Director of Projection 
and Sound for Publix, has an- 
nounced the first results of 
the survey undertaken by sev- 
eral of his assistants in the 
field, with the object of better- 
ing sound conditions through- 
out the entire circuit. 


For the past few months, Ru- 
dolph Miehling of the Projection 
Staff, a projection and sound en- 
gineer who worked with the West- 
ern Electric Co. sinee the inception 
of the Vitaphone, has been touring 
different parts of the country 
checking up on sound equipment 
and giving general instruction on 
projection and sound. Another one 
of Mr. Rubin’s assistants, Edward 
C. Zrenner, who is a sound special- 
ist, has been doing similar work 
in the field, concentrating particu- 
larly on volume control. 

From the reports and findings 
of these two men, as well as those 
of Jesse Hopkins, de luxe theatre 
projectionist attached to the Home 
Office and who supervises projec- 
tion and sound in all the New York 
and Brooklyn theatres, the Projec- 
tion Department has been able to 
compile bulletins on sound which 
are issued regularly and sent to all 
theatres in the circuit. 


Bulletins Important 


Too much stress cannot be 
laid upon the importance of 
every manager who receives 
these bulletins, seeing to it that 
they are carefully read by the 
men in the projection rooms. 
They contain many valuable 
tips, the proper execution of 
which might make all the dif- 
ference between screechy, ear- 
splitting sound effects and 
pleasing, well-modulated syn- 
chronization. 

Managers who are not re- 
ceiving these bulletins are 
urged to get in touch with Mr. 
Rubin at the Home Office im- 
mediately and he will see to it 
that they receive them at once. 
To further insure the dissemina- 
tion of these ideas and instructions 
for the betterment of sound effects 


in our theatres, PUBLIX OPINION 


will print these bulletins in every 
issue. 

“Ninety-five per cent. of sound 
effects are handled from the pro- 
jection room,” declared Mr. Rubin. 
“For that reason, this significant 
phase of moving picture presenta- 
tion has been taken over by the 
Projection Department. Its exact 
importance may be gauged by the 
final sentence of Mr. Chatkin’s in- 
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FULL SUPPORT 
PLEDGED BY 
HOME OFFICE 


One ‘hundred per cent. co-opera- 


tion and support in making “Publix | 
commencing | 
Saturday, February 23d, the great- | 


Celebration Week,” 
esi profit week in Publix history as 
a tribute to Mr. Sam Katz, was 
pledged by the Home Office Exec- 
utive Committee in 
dressed to all department 
relayed it to district and city man- 
agers, 

The letter, written by David J. 
Chatkin, General Director: of The- 
atre Management, 
every member of 
follows: 


© 
Me 


the committee, 


Mr. Katz is away from New 
York taking a well-earned ya- 
cation. The thought suggested 
itself to all the boys in the 
Home Office to give Mr. Katz 
a great surprise on his return 
by rolling up the greatest 
week’s business that Publix, as 
a national institution, has ever 
known. It is the first opportu- 
nity we have had to show, in 
a smal] measure, our great ap- 
preciation of his leadership, his 
patience and his loyalty to each 
and every. one of us. We have 
selected the week commencing 
Saturday, February 23rd as 
the week, and we, the under- 
signed, pledge you 100 per 


cent. co-operation and support. | 


The fact that this is Apprecia- 
tion Week for Mr. Katz is 
going to be a little secret be- 
tween all of us. This will not 
reach the public. 

For the above purpose our | 
Advertising and Publicity De- 
partments are working out cer- 
tain ideas embracing a public 
CELEBRATION WEEK, which 
will be tied in nationally with 
slogans, publicity and advertis- 
ing aids—all reduced to man- 
ual form, and Messrs. Botsford, 
Stewart, Edwards and Serko- 
wich promise you the greatest 
aIray of suggestions«and aids 
from a publicity and exploita- 
tion standpoint that it is pos- 
sible for them to produce. 

Mr. Seal and his associates 
in the Booking Department 
ve promised to give you the | 
nest attractions possible dur- 
ing this week, as well as care- | 
fully choose your surrounding 
program. We all have a keen | 
appreciation of the fact that 
this will play the most impor- 
tant part in how successful this | 
week is. You can rest assured | 
that we are going to do all we 
can in aiding Mr. Saal to make 


the most careful selections for 
this week, 

Mr. Boris Morros and his as- 
sociates in the Musie Depart- 
ment have promised every 
possible aid in the way of nov- 
elties of every kind and de- 
scription. Band numbers and 
suggestions his depart- 


from 


week’s program. 
Mr. Partington as well as 
Messrs, Halperin: and Hollan- 


der, and all other members of 
the Production and Booking Of- 

> have promised definitely 
to lend their aid in giving you 
alll 


ment will come to you in time 
to incorporate same in that 


1 , 
a letter ad-| 
heads | 
and division managers who, in turn, | 


and signed by} 


D. J. Chatkin 
L. E. Schneider 
Jack’ Partington Boris Morros i 
William Saal 

B. H. Serkowich 


IT’S “PARAMOUNT” NOW! 


This is how Ed Olmstead, Advertising Manager of the Los Angeles 
Paramount, formerly the Metropolitan, hammered down the fact that 
the name of the theatre has been changed. The young lady wielding 
the hammer, needless to say, is Miss Clara Bow. This stunt shows 
that the Paramount Studio meant what rhey said when they prom- 
ised complete co-operation with Publix Theatres on the West Coast. 


&. 


Never in the history of this 
organization has anyone hoped 
for the successful consumma- 
tion of an undertaking any 
more than the undersigned are 
hoping for this designated 
week, and we also know that 


WILL DO TO HELP 
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eK, A D , crete manner and everyone on 
this is the only kind of a trib- the payroll may be depended 
i. £. : Se a npemn t® contribute effort that 
on woes yas boys that will will break box-office records 
make a lasting impression on J. J. Rubin 
Mr. Katz. Therefore, let’s see 
if we, by ourselves, cannot give FROM BUTTERFIELD- 
Mr. Katz on his return the PUBLIX 
greatest thrill of his career. Depend on ux to do all pom 
em “giants ' sible, 

Start thinking about this E. C. Beatty 
right away. Your material aeguealnaiats 


will be forthcoming a few days 
after this letter. By giving it 
everything you have we are all 
going to get an equal amount 
of satisfaction out of it, . ee —— : ; 

With our sincere best wishes | FROM J. J. FORD-PUBLIX 
for a great week, we are, | 


FROM ROWLEY AND 
WERTHEIMER-PUBLIX 


Ed Rowley 


New Hampshire bending every 
, effort and doling utmost to reach 
Very truly yours, quota: ns ” r 


M. J. Mullen eo an 


Milton Feld 4 


in every way possibie, 


A. M. Botsford | oy oe We 
L. L. Edwards 


Lem Stewart 
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the possible cooperation, 

and will greatly appreciate AND “ NY” ~—-—— 
suggestions as to how they can TOM MIX D “TO 2; The Music Department re- 
nes ama c o . #4 i y 
best lend this support. The GO TO PUBLIX| ports that “Blossoms,” theme 
Vaudeville Booking Depart- |i} song of Publix stage show of 
ment has particularly empha- ; : ee) | aencidtiy w: e 
sized the fact that they are Tom Mix will appear in Publix | : that name, has been again 
carefully going over all book- stage shows for ten weeks opening | ii themed in the “Carnation 
ings to see that those houses in Dekeont on dagpnvagy 16th, Kid,” the Douglas McLean 
playing vaudeville have real wii Dpiay there two weeks, t ; , 
talent, eight weeks following including feature to be released by 
Messrs. Feld, Schneider, Fitz- y two repeats for him, at Bos-|ji Paramount. In one spot of 
gibbons and Crabill made a Brooklyn, ; this picture, “Precious Little 


definite pledge that they will 
personally check ever ydetail 
of that week’s entertainment 
so as to insure the fulfillment 
of every pledge made to you. 

Let us again caution you to 


name in connection with this 
Celebration Week, 


Mix’s last stage appearance was 


where he 
hit. 
in no way mention Mr. Katz’s |he will leave for Europe on the 
first leg of a world’s tour for two} 


og | |p Facer dnereemsinnon uae NninInUNNERNsiAus aren, 
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Mix will travel 
even people and his ous 
“Tony.” 


i 

t Thing Called Love” has been 

{: featured, played by George 
tundevitls : Olsen’s orchestra from Victor 
was 
Following 


over @ year ago 
a great box office 
the Publix tour, 


| Phonograph record Number 
21332, The Vietor record on 
; “Blossoms” is Number 217448, 


| Other 


|particularly beneficial were: 


Chicago, Ill, 
January 28, 1929, 
To All Managers: ; 

I have just been reading Publix 
Opinion for the week of January 
19th and want to again express 
my feeling that this is the most 
valuable periodical we are receiy-| 
ing and to emphasize the necessity 
of every manager and assistant 
manager reading it thoroughly 
from cover to cover, 

On the first page there is an 
|article calling attention to the lax- 
ity in the presentation of sound 
programs, This is exactly in line 
with Mr. Weber’s General Order! 
No. 49, a subject which is causing 
Mr. Rubens and myself much 
|worry. Despite everything that/ 
has been said on the subject, we} 
continue to receive information that 
sound equipments are ‘not being 
carefully regulated at all times 
|and, as a consequence, there is dis- 
satisfaction with them. 

The future of sound és depend- } 
ent upon the way it is handled in| 
the coming year. Hs enormous | 
potentialities may be achieved or 
ruined through your conduct, To/| 
show you how deeply Publix is dis- | 
turbed, I need only quote the last 
sentence of the article referred to: | 
“It is essential that this be given | 
immediate action and preference | 
over any other work!” | 
articles in this week’s| 
Publix Opinion which seemed to me 


; 


The check-up on billboard show- 


io show its appreeintion of Mr. 
Kats’ kadership in a moat con- 


| 
| 


We will all deliver the good« 


4 I received one from Mr. Mauriée 
during Publix Celebration Week. 


| Rubens, asking that we have a 
| small 


You ean rely on Maine and 


Be assured we will eooperate 


Publix Opinion carefully, but re- 


TWO WINNERS! 


| the 


:| Splendid articles, 
entitled, 


ings (page 5), emphasizing that | 
the drawing power of billboards is | 
less than one-third that of news- | 
papers and instructing all mana- | 
gers to cut their orders on 24-sheet |} 
showing (I would say on all paper| 


ng <<< nnn | Bt this time of the year) 50% if|are ready to duplicate 
WHAT OUR PARTNERS 


not dispense with it entirely. . 

On-the rear page there is an 
editorial on the necessity of cutting 
down the free list, for which I can| 
do no better than to quote a few 


/extracts: . 
“The passes that ‘you give bill 
posters for tack-cards are worse! 
than thrown away. The passes you} 
give for window tie-ups are as bad 
Bvyery time you jesue 

spoil a customer 
if a window tie-up 


the merchandise ¢ 


you have no. right. to ask for his 
window Experience proves 
windows obtained “for a pass’ are 
isually valueless, The surest 


man js “\iberality’ with a pass-pad.” 
While I am dictating this letter | 


card printed and sent 


this quotation, Apparently this 
article impressed him as strongly 
as it did me, 


- 


ie 


probable business slump during! I 
| Lent, and plan methods of counter- | 
acting it. ly 
| | 


I hope you are not only reading 


taining it in a special file, as al- y 
ready suggested. Its contents are |- 
of permanent, rather than passing 


} 

Very truly yours, : 

ARTHUR L. MAYER,| 

Director of Theatre 
Operations, 

Publix Great States 


a 
! 


Atlanta, Georgia, 

January 29, 1929 

To All Managers: 
There is a great deal of meat in} 
Publix Opinion of January | 
I want you to tead the! 
such as the ones | 
“MR. KATZ PLEDGES | 
AID IN FIRE LOSS,” “SURVEY | 


; 


19th, 
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TRAGEDY THREATENS ANY SHOWMAN 
NO MATTER HOW EXPERT, IF NOT 
ETERNALLY VIGILANT WITH “TALKIES” 


Split-seconds count in reporting and calling to the attention of 
the proper person, when “sound-equipment” is “Off” of the 100% 
efficiency that is ABSOLUTELY NECESSARY, at all times, in 


any part of the theatre. 


Last week, one of our BEST THEATRES, playing 
ONE OF THE HIT SHOWS OF THE YEAR, gave 
a CARELESS performance with the sound equipment, and 
2,000 opening performance patrons went out knocking the 
show they would OTHERWISE HAVE BOOSTED. 
That CARELESSNESS RESULTED IN A $2,000 
LOSS INSTEAD OF THE REQUIRED PROFIT 
ON A $2,000,000 INVESTMENT in a property that 
gives nearly 50 people their daily livelihood. 


That Carelessness Cost Two 


People Their Jobs!! 


They had been repeatedly warned. The entire personnel, from 
page boy to Managing Director had been warned, and advised and 
instructed again-and-again! But they forgot—and their forgetful- 
ness injured others who cannot let forgetfulness threaten the success 


of Publix. 


Every one in the theatre should be CONSTANTLY and 
INTELLIGENTLY ALERT to catch faulty performance of 
sound-equipment and instantly report it thru proper channels. Fail- 
ure to do so is the rankest kind of treacherv to the job! 


Ss 


All these points are adequately 
covered in the Instruction Book 
which every projectionist should 
have and carefully read. Every 
manager should check up to see 
whether his projectionist has one 
or not and, if not, he should 
write to Harry Rubin for one at 
once. 


Velume Control 


In the field of volume control, 
the attention of Mr. Zrenner has 
been attracted by four principal 


‘}faults in visiting many theatres. 


1 Vigilan 


They are: 


(1) Sound reproduction not 


adapted to audience reaction. 


(2) Horn changes not made to 
distinguish illusion parts from 
straight sound or music effects. 

(3) General volume of reproduc- 
tion too loud. 

(4) Failure of volume to follow 
action on screen. 

Some of the faults listed above 
are due to limitations of recording 
equipment; but by proper fader 
settings can be more or less cor- 
rected in reproducing sound in the 
theatre. 

Audience Reactions 


“Everyone connected with our in- 
dustry knows that different audi- 
ences do different things,” said Mr. 
Zrenner. “In some places talking 
parts that get a -jaugh, hardly 
amuse in others. Naturally in re- 
cording it is almost impossible to 
determine just how long a laugh 
will last. An artist in the flesh can 
pause or even jaugh with an audi- 
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ence; but with sound the action 
goes on. If a gag follows a gag,' 


}as in the Warner picture “The 


Hometowners,’ the second gag is 
invariably missed by the audience. 
If an artist in the flesh wishes to 
continue on to the second gag he 
has a subterfuge that is also at our 
command in sound. The artist will 
raise his voice to a much higher 
point and command further atten- 
tion in that way. We can do-ex- 
actly the same with sound, by ob- 
serving the particular audience 
reaction and inserting a fader cue 
up one, two, or even three. Nor- 
mal fader setting can be returned 
to, gradually. 

“In sound pictures we are able 


‘to add considerably to audience re- 


action by the proper insertion of 
fader cues. Scenes of excitement, 
up in volume; a heavy love scene 
may call for a very low volume of 
sound and many other individual 
scenes could no doubt be aided by 
proper volume control. A word at 
this point regarding ordinary inci- 
dental music volume will bring up 
the question of contrast. If the 
incidental music is kept under the 
picture (soft), little increase in vol- 
ume is needed for effect purposes. 
If incidental music is carried loud, 
much more volume will be required 
for effects. The third subdivision 
will explain why loud mechanical 
sound music has a very wearying 
effect on an audience. 


Proper Horn Changes 


“Sound equipment installed in 
the theatre is generally furnished 
with two kinds of horns. They are 


called the upper and lower. The 
names given are descriptive of their 
position in relation to the picture 
on the screen. Horn settings are 
determined by Electrical Research 
Products Engineer who services 
your equipment. The settings are 
designated as follows: 
A—Dialogue—where 
wanted—solo parts. 
B—Dialogue—where some bass re- 
production is needed, as in songs, 
etc., with orchestra showing on 
screen. 
C—Musiecal accompaniment 
sound effects. 

“Pictures that are not all talking 
generally call for horn changes; 
dialogue parts require the A set- 
ting to get proper illusion, and 
non-dialogue parts call for a C set- 
ting in order to have good bass 
reproduction. A word here explain- 
ing the musical range of the upper 
and lower horns would probably as- 
sist in proving the necessity for 
horn changes for music reproduc- 
tion. The upper horn will respond 
to the bass about equal to the low- 
est note reproduced from the 
French horn. The lower horn will 
respond to the bass about equal to 
the lowest note on the cello. From 
this it ean be seen that there is 
still bass reproduction missing, and 
if the lower horns are not used for 
music parts, much of the beauty of 
the musical scoring is lost. Sound 
News Weeklies, because of the 


illusion is 


and 


_| variations in subjects, are best run 


on an A or B setting, as there is 
generally an illusion effect needed. 
The subject of proper horn settings 
must be impressed on the projec- 
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THIS CAREFULLY! IT IS MEANT FOR YOU! 


SOME HINTS 
ON VOLUME 
CONTROL 


tion room staff, and so far it has 
been my experience that proper 
horn settings will be made for a 
few shows and from then on set 
at one point and run that way. It 
is advisable for a theatre manager 
to determine from the service engi- 
neer who covers his theatre what 
these settings are and to check the 
booth from time to time to see that 
they are carried out. 


General Volume Too Loud 


“TJ might mention first that it is 
a known fact that we feel physi- 
cally, music, as well as hear it. 
Original music can bé stood by an 
audience when played very loud 
much better than mechanical music. 
The tiring effect is almost entirely 
absent with original music. The 
following explanation of the reason 
for this may help in properly con- 
trolling volume in the theatre. 
Original music is not pointed at an 
audience as with sound music, and 
in reality we hear original sound 
with two ears, each ear receiving 
the same beat of music at slightly 
different intervals of time. The 
technical name for this phenomenon 
in original music is ‘binaural.’ 
With sound music the same beat is 
heard at exactly the same time 
with both ears; which causes a tir- 
ing physical effect, if the music is 
too loud. Comparatively, binaural 
music is to music what third de- 
mension is to sight. 

“Another fact to remember is, 
that in hearing the same thing over 
and over, as a theatre manager 
will, our ears become accustomed 
to the volume carried. This leads 
us to increase the volume when 
perhaps a volume increase is un- 
necessary. 

“As mentioned before, it is best 
to maintain a low volume of sound 
on ordinary incidental music and 
for effects much less increase in 
volume will be needed for contrast. 
Books could be written on this sub- 
ject of volume, and perhaps no two 
people would agree. We know an 
actor in the flesh playing a love . 
scene, talking to a girl at close 
range speaks in a low voice. Quiet 
speech only sounds natural when 
reproduced. at a relative low: vol- 
ume. Furthermore, dramatic con- 
trast is lost when even moderately 
loud sounds are reproduced too 
loud. If you deafen your audiences 
with murmurings of lovers, what 
more can you do when they shout 
at each other or the hero enters 
into battle with the villain. 

“A fault often mentioned by crit- 
ics is that when one of the char- 
acters talk from a close-up and 
then goes back-stage, there is no 
variation in volume. A word in 
this regard may help. 


Volume Doesn’t Follow Action 


“This is a fault that is entirely 
in the recording and at the present 
stage of that art attempts should 
be made in the theatre to correct 
this. A recording engineer gener- 
ally tries to get sound level above 
noise level. In other words, the 
sound iis recorded much louder than 
friction noise on the record and 
also in the film method sound is 
kept above noise level. In trying 
to do this the recording engineer’s 
zeal perhaps destroyed some dra- 
matic situation that we, by means 
of proper fader cues, could restore 
to the plot. Dramatically, I believe 
that every sound picture can be im- 
proved. somewhere by proper fader 
cues, and a lot is dependent on the 
particular audience reaction, just 
where and how much volume to 
use.’ 
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PUBLIX GETS 
INTEREST IN 
MUSIC 60. 


Following closely upon the for- 
mation of the Famous Music Co, 
comes the announcement from 
Herb Heyman, head of the Music 
Sales Department, that Publix has 
acquired. an interest in the firm of 
Spier and Coslow, music publishers. 
All managers are urged to lay par- 
ticular stress upon the plugging of 
songs published by these two com- 
panies, inasmuch as they will be 
plugging their own product. We 
participate in the profits of the en- 
tire catalogue of publications, 
whether used as theme songs or 
not. 

Larry Spier and Sam Coslow are 
composers of many hit numbers, 
including “Memory Lane,” “Was It 
a Dream?” “One Summer Night,” 
and-“Hello Swanee.” They are now 
engaged in an extensive campaign 
on a song entitled “A Love Tale of 
Alsace Lorraine.” 
class now. and listed amongst the 
best sellers. This song should be 
used as an ergan concert wherever 
and as often as pessible. Regular 
song slides and a special slide 
stunt are available; also vocal— 
dance—and a special arrangement 
particularly suitable for stage 
bands. A special slide presentation 
and organ arrangement is available 
for “A Love Tale of Alsace Lior- 
raine,” entitled “A Musical History 
of America.” Managers should 
write or wire direct to Spier & Cos- 
low for this presentation, giving 
play date so that slides may be 
properly routed. 

Coslow left for the Coast to su- 
pervise and write theme songs in 
California, while Spier will handle 
the Publix circuit songs. 

Present Spier & Coslow publica- 


pions, in the order of their impor-| 


tance, are: 


A Love Tale of Alsace Lorraine 
Leave Me a Beautiful Melody 
A Kiss to Remember 

My Window of Dreams 

Sweet Ida Joy 

Sweetheart of Memories 

Love Me While the Music Plays 
Ragamuffir 

Tiger Man 


On all future publications, all thea- 
tres will receive a piano copy and 


organ copy immediately they are) 
off the press, and orchestrations| 
will be sent to those theatres using | 


orchestras. In fact, the same serv- 
ice will be rendered by Spier & 
Coslow as we receive from Famous 
Musie Co. 


Spier & Coslow have established 


offices throughout the country and| 


their representatives will call on 
the managers from time to time. 
Managers should cooperate with 
Spier & Coslow representatives 
wherever possible. 


SlsssvsessoscsortassccsssssopsancnsesssssossvosesuszassonsuessssscsefS 
ANOTHER ONE! 


Following in the wake of 
the bevy of popular Para- 
mount theme song hits comes 
“Poor Punchinello,” theme 
song of the Paramount-UFA 
picture, “Looping the Loop.” 
The song was written by Lew 
Pollack, co-author of “Char- 
maine,” “Diane” and “Mutter- 
chen,” and Lewis and Young, 
who wrote “Laugh, Clown, 
Laugh,” and “King for a 
Day.” 

Under such able sponsor- 
ship, the song cannot help but 
make a sure-fire hit, and it is 
being nationally exploited like 
“Precious Little Thing Called 
Love.” Like this best seller, 
“Poor Punchinello” is pub- 
lished by the Remick Music 
Corp., 219 W. 46th St., New 
York City. The publishers 
are only too eager to cooper- 
ate with theatre managers on 
the exploitations of these two 
‘songs and will send them 
slides and orchestrations upon 
request, 
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D TIPS 

Good advertising isn’t hard | 
because it has to be’ hard, but | 
because it must be simple. 

No advertisement can serve 
five masters, It must decide | 
quickly to sell one of five 
things: 

The Artist 

The Writer 

The Engraver 

The Typographer 

The Thing Advertised. 

Take your choice. 

If it is a work of art, and | 
nothing else, it isn’t a good 
advertisement, 

If the selling message is 


lost in admiration for the | 
peimed tac: it ish’t a good | 
advertisement.. 


If some bizarre engraving 
effect comes between the eye 
and the message, it isn’t a | 
good advertisement, — 

If the typographical ar- | 
rangement tries to outshout 
the message, it isn’t a good 
advertisement. 

But if the advertisement 
starts out to sell something 
and keeps on selling it while ; 
being helped by the other 
four factors, by. reason of | 
their. very unobtrusiveness— 
then you have an advertise- 
ment, for before all else an 
advertisement is intended to 
sell what it advertises, and 
not the mechanical elements 
that comprise it. 

By H. M. BOURNE. 
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CHALIAPIN WILL 
DO TALKIE FOR 
PARAMOUNT 


Through the efforts of Boris 
Morros, General Music Director for 
Publix, Feodor Chaliapin, noted 
Russian singer, has agreed to do a 
talking picture for Paramount, un- 
der a personal contract with Mr. 
Adolph Zukor. 

Mr. Morros was a great friend 
of the singer in Russia before the 
war. At that time, the Publix 
music head was director of the Im- 
perial Russian Orchestra, of which 
Chaliapin was the outstanding star. 
Both these men lost everything in 
the Russian Revolution and found 
new fame and fortune in the New 
World. 

Mr. Morros was instrumental in 
impressing Mr. Zukor with the pos- 
sibilities of broadcasting the great 
singer’s art, both in the dramatic 
and musical field, by means of the 
screen, and the personal contract 
with Chaliapin was signed as the 
result of his efforts. 

Many other companies were anx- 
ious to sign up the distinguished 
Russian artist, but Paramount 
topped the highest previous offer 
by more than $50,000. 


CAMBRIA’S NEW 
POLICY BOOSTS 
THEATRE GROSS 


The first week at the Chicago 
theatre under Frank Cambria’s new 
policy of withdrawing the stage 
band and :producing his own type 
of presentation boosted the gross 
receipts of the theatre far ahead 
of any theatre in town, despite bad 
weather conditions, 

The inaugural week of the new 
policy was given a great plug by 
the dailies and the reaction of the 
great crowds which turned out was 
most favorable to the new type of 
presentation. “Redeeming Sin” 
was the picture which played at 
the Chicago that week. 


BIG BUSINESS 
USES “TALKIES” 


One of the interesting develop- 
ments of the talking field during 
the past year is the fact that com- 
mercial industries such as General 
Motors in the automobile business 
and representative leaders from 
others are eagerly demanding con. 
mercia] movietone machines for ex- 
ploitation, sales and publicity pur- 
poses. Orders are coming in so fast 
for talkie equipment that the manu- 


* 


facturers are said to be unable to| x 


cope with the situation, 


THIS SONG AT 
“ONCE! 


So much enthusiasm is being kin- 
dled by “Yo Te Amo Means I Love 
You,” the theme song sung by 
Lupe Valez in “The Wolf. Song,” 
that the Music Department is par- 
ticularly anxious to have all man- 
agers start plugging this song far 
in advance of the showing date in 
order to cash in on the sheet music 
sale as well as advertise the com- 
ing of the picture. 

An example might be taken from 
“Precious Little Thing Called 
Love,” theme song of “Shopworn 
Angel,” and listed as a best seller 
at all music stands, whose popu- 
larity spread ljke wildfire all over 
the country immediately after the 
picture was shown. Unfortunately, 
it was then too late for the indi- 
vidual managers to reap the har- 
vest-of this popularity at their box 
offices. In order to avoid a recur- 
rence of this, and to insure full 
benefit both in box office receipts 
and advertisement for the picture, 
ajl managers are urged to start 
‘plugging “Yo Te Amo” at once. 


The sheet music is already pub- 


Mshed and the records will be avail- 
able by Feb. 20, 


An idea of the results which may 
be obtained with proper advance 
plugging is furnished by George 
Laby and Wallace Allen, House 
and Advertising Manager re . 
tively of the Olympia Theatre, New 
Haven, in the success they enjoyed 
with “Buy, Buy for Baby,” and 
“She’s “One Sweet Show Girl,” 
theme songs of “Show Girl.” 

Two weeks before the picture 
played, the songs were used as part 
of the organ solo and were included 
in cueing comedies and weeklies. A 
phonograph was installed in the 
lobby one week before the opening 
which played only the theme songs 
of the picture. The records and 
music were placed on sale at a 
special booth. 


The best results were obtained 
from a “Friendly Tilt” or musical 
war between the organ and orches- 
tra and the screen in which the 
audience, by its singing, joined in. 
This device effectively served to 
familiarize the audience with these 
songs. 

A synchronized advanced trailer 
was used during the preceding 
week, after which a special slide 
was shown stating that-.the records 
and sheet music of songs just heard 
are on sale at the lobby. Window 
displays were obtained in seven 
prominent music stores as well as 
im department and 5 and 10-cent 
stores. 

The theme songs were again in- 
cluded in the organ solo on the 
current week of the show. A fash- 
ion news reel being shown, whith 
included Alice White, star of “Show 


Girl,” the orchestra accompanied P 


that particular shot with “She’s 
One Sweet Show Girl Now.” At 
the end of the feature, the slide 
calling attention to the sale of 
music was again used. The phon- 
ograph was kept going in the lobby 
and all newspaper ads mentioned 
the two songs and that they could 
conveniently be obtained at the 
theatre. 


On the first day the picture was 
shown, the music sales equaled that 
of the entire previous week as a 
result of the consistent plugging. 
Kresge’s 5 and 10-cent store, biggest 
sellers of sheét music, sold 200 copies 
of each song during the first half of 
the picture’s run and the sales in 
other music stores were equally 
heavy. A number of people were by 
this time familiar with the music 
and they flocked to the theatre to 
see the icture from which the 
properly plugged songs were .taken. 

If similar means are taken by 
managers to plug “Yo Te Amo,” the 
Music Department is certain that 
not only will the receipts of the 
sheet music sales be swollen far 
beyond the proportions assumed by 
any other song, but also that the 
sale of tickets for the picture will 
be correspondingly increased. 

This song is published by Famous 
Music Corperation, and managers 
can obtain material by writing to 
Mr. Henry Spitzer, Famous Music 
Corporation, 62 West 45th Street, 
ew York City. The Brunswick 
record number is 4241, i 
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. Mr. Robert Guiterman, formerly m r 
has been appointed City Manager of St. 


iewewewseuseees 
cata a | 


Mr. Kenneth Belina, formerly manager 
has been transferred to the Riviera, St, 


With the closing of-the Strand, Minneapo 
transferred to the Lyrie, Minneapolis. py 


Mr. Feist ha Beeg appointed manager 


Mr. Al. Weiss, Jr., has been transferred 
Beach, to manage the Florida, Jacksonville 
manager of the Florida, resigned. 


Mr. I. Waite will manage both the - 
West. Palm Beach. 


the 


- 


Mr. W. H; i a will manage both 
West Palm Beach. 


Mr. R. Dorman has been transferred f 
to manage the Paramount, Palm Beach. 


Mr. C. P. Malphurs has been transferred 
Palm Beach, to manage the Oakley, Lake ¥ 


Mr. Lester Davis is in charge of th 
which opened February 4th. willy 


John Glazier is manager of the Strand, 


Mr. Chas. G. Branham has been appointed ml 
Theatre, Birmingham, effective January ‘ 
temporarily managing the Strand and 


Effective February 4th, Mr. Willis Grist ha 
Manager of Greenville, 8S. C. Mr. George L. I 


Fine Non-Sync 
Novelties Now 
Ready for You 


As a part of the regular non- 
sync service offered weekly by the 
Music Department, an attractive 


series of novelties for all houses 
equipped for non-sync is available 
for immediate reiease, according to 
Boris Morros, General Music Di- 
rector for Publix. 


The organ novelties .consist of 
“High Up on a Hilltop” and “Roses 
of Yesterday.” The first of these 
is one of the most popular melodies 
of the day played by Milton 
Charles, premier organist of Chi- 
cago, and accompanied by a jazz 
band, using Columbia record Num- 
ber 1653-D. Time: 2 minutes 44 
seconds. The second is a popular 
sentimental song played by Jesse 
Crawford on the mighty Wurlitzer 
organ, using Victor record Number 
21713... Time: 2 minutes 50 seconds. 
Both are with illustrated slides. 


In the vocal novelties, Ruth Et- 
ting sings “My BI irds Are 
Bluebirds Now,” Columbia record 
Number 1595, with illustrated 
slides. The time is 2 minutes 63 
seeonds. Another vocal novelty is 
“Marie,” Irving Berlin’s theme 
song for the Vilma Banky picture, 
“The Awakening,” sung by the 
opular tenor, Franklyn Bauer, 
with illustrated slides, on Victor 
record Number 21787. It lasts 2 
minutes 53 seconds. 


The first of the non-sync novel- 
ties is “Flaming Canyons,” a beau- 
tiful colored short of Western 
scenery with some great shots of 
the Grand Canyon, distributed by 
the Castle Film Co. It is appro- 
priately scored for non-syne and 
runs 9 minutes and 50 seconds. 


Then there is an original short 
comedy, distributed by the Univer-| 87 
sal Film Co., Universal Exchanges, 
with just enough of pathos to make 
it interesting. It is called a “Wash 
Line Romance.” An unusual fea- 
ture of this picture is that not a 
face is seen throughout the entire 
elope the story being told 

y hands, feet, wash lines, ete, It 
runs just 10 minutes. 

Another — interestin 
novelty ts ‘Lovers’ Paradise,” a 
Tiffany-Stahl picture, distributed 
by Tiffany-Stahl. It is a Hawaiian 
scenic with attractive shots of surf 
riding, canyons, pineapple fields, 
etc., beautifully colored, with ap-! gint 
propriate non-syn¢e musical accom-| f 
paniment. It is also available for 
orchestra and non-syne and organ| 
and non-syne, 


“Orpheus,” 
on Victor ret 
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A PROPER DISPLAY 


“Singing and Talking Pictures” is the way Manager Frank J. 
Miller, of the Publix Imperial Theatre, Augusta, Ga., properly ad- 
vertised “Interference” and singing shorts by special front and side 
marquees signs which flashed on and off. The receipts were $2,410 
in 6 days; the advertising cost, $98.23. There’s a mark to shoot at! 
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SEND US YOUR TRAILER COPY?! 


Some showmen are better than others! 


Here’s a chance for the best ones to prove 
it! 

And at the same time give the whole circuit 
the benefit! 


We want to print your trailer copy! 
I ; Pp? 


When you write it, make a carbon copy and 
mail it to PUBLIX OPINION. 


Send INSTITUTIONAL COPY, 
SPOT-PROGRAM COPY, or any other 


stuff you write! 


Don’t send copies of trailers you get from 
National Screen Service or The Exchange. 


Only the best trailers will be printed—but 
these will give the strength of our best writers 
and showmen to those of us who are not so 
good. 


Don’t Let a Guod Idea Die!! Pass it Around!! 


YOU MAY BENEFIT FROM THE 
OTHER FELLOW, TOO! 


ANOTHER GOOD ONE! 


Here’s how Manager Jack Hodges, of he Publix Fairfax T heatre, 
Miami, Fla., advertised “Interference” and the Eddie Cantor and 


Ruth Etting acts. 
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MURDER’ BEST 
TALKIE YET 


That the “Wolf of Wall Street,” 
first boom of the new Paramount- 
Publix offensive for 1929, is to be 
followed by equally effective broad- 
sides, is indicated by the following 
telegram from Sidney R. Kent, 
Paramount’s General Manager, to 
the Home Office concerning the 
Canary Murder Mystery. 

“Advise all departments as fol- 
lows: Screened Canary Murder 
Mystery in finished form and is so 
far the best thing we have turned 
out to date that there is no com- 
parison. In my opinion, this pic- 
ture is a long run special, if there 
ever was one. The technique is 
marvelous with a great perform- 
ance by every member in the cast. 
This one should be scheduled for 
long runs in every town that has 
a long run theatre.” 


PREMIERE REVIEW 
AT CAPITOL, BOSTON 


For the ‘first time in the history 
of the Capitol Theatre, Boston, the 
premiere review of the “Wolf of 
Wall Street,” Paramount’s sensa- 
tion all-talking picture, was shown 
for one performance only at $1.50 
reserved seats on Monday evening, 
January 28th. 


Following the premiere, the pic- 


ture will play at the Washington 
Street and Fenway on February 
9th, when all Publix first run 
houses will show the picture, day 
and date, as announced if: the last 
issue of Publix Opinion. 


TARAFFO VISITS PARAMOUNT 

Pasquale Taraffo, the famous 
European guitar virtuoso, was seen 
in a recent Sunday line at the New 
York Paramount. When the noted 
virtuoso was discovered he was ad- 
mitted without waiting and told 
the manager, that he had read for 
two years in Europe of the colossal 
motion picture palace and made a 
point to visit it immediately. He 
asked for photographs to send to 
his family in Italy. 


| “WOLF” GETS 


N. Y. WORLD 
BALLYHOO 


The Paramount Publicity 
Department, under the direc- 
tion of Charles E. McCarthy, 
has arranged for 

The Para-| the publication 
oy pete of a serialization 
ment has ar-| Of “The Wolf of 
i Wall Street” in 
the New York 

f thel Evening World, 
serial story of beginning Wed- 


nesday, Febru- 
ary 13. 
theatres The story, 


plant in theit! which was writ- 


papers outside] ten by Ralph 
of the New! McVeigh of the 
Publicity De- 
partment, will 
run for 22 con- 
1] secutive days in 


the Home Of-| the Evening 
fice. World. 
Recognizing 


the tremendous interest which 
the public has in this picture, 
the Evening World is plan- 
ning’to give the serial one of 
the greatest ballyhoos it has 
ever put on for any piece of 
fiction. The newspaper will 
post one-sheets advertising 
“The Wolf of Wall Street” 
on 650 elevated stations, 1,000 
news-stands, and will adver- 
tise it from the sides of its 
125 delivery trucks. 

In addition the Evening 
World is also posting 350 
three-sheets, 175 one-sheets 
and is covering Manhattan 
with 7,500 window cards. 

All of this paper was 
bought from the Paramount 
Ad Sales Department. 
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CALLS ‘CANARY LET °EM SING! 


THEY LIKE 
IT! 


When blase New Yorkers forget 
their metropolitan dignity and 
burst lustily into song like school 
kids at a Fourth of July celebra- 
tion, a significant tip is furnished 
to the shrewd showman whose busi- 
ness it is to seek out the peculiar 
twists and fancies of human nature, 
particularly when massed in a 
crowd, and build up his box office 
receipts on that knowledge. 

During a recent midnight -show- 
ing at the Rialto Theatre, New 
York, Manager Robert «Weitman 
flashed the words of several popu- 
lar songs on the sereen, with comic 
strips, and, led by the organ, the 
crowd began to sing. It enjoyed 
itself so much that when the eight 
minutes allotted to that particular 
portion of the program was up, 
they still wanted more. It was use- 
less to turn on the lights, the audi- 
ence still continued to applaud and 
to clamor for more songs. 

Unquestionably, people like to 
sing or whistle. If that is true of 
New Yorkers, it is all the more 
true of the inhabitants of Little 
Bear, Iowa. The wise. manager 
will exploit this prevailing tendency 
in human nature. Help the people 
to enjoy themselves. That’s. why 
they come to a theatre. Make up 
amusing and chatty slides that put 
people at their ease and induce 
them to sing. Kid them along! 
They’re human. They like it! 

An excellent opportunity is of- 
fered by this device to plug the 
sale of theme songs. 

If you have followed the instruc- 
tions issued by Mr. Katz, and Mr. 
Halperin of the Music Department 
and the numerous ideas in Publix 
Opinion, you will by this time have 
familiarized your public with the 
theme songs of coming attractions. 
Select a particular appealing one 
among them and flash the words on 
the screen. Being familiar with 
the tune from having heard it in 
past performances, the audience 
will immediately pick it up and 
start to sing it. This will insure 
added ticket buyers when the pic- 
ture plays your house as well as 
additional revenue from your sheet 
music booths in the lobby. 


SAID THE MAYOR 
OF RUTLAND TO 
TOLEDO’S MAYOR 


Rutland, Vermont, 
January 25, 1929. 


Mayor, 
Toledo, Ohio. 

I congratulate the city of Toledo 
upon the splendid addition to its 
opportunities for amusement that 
will be provided through the open- 
ing on February 16th of the fine 
new TOLEDO PARAMOUNT 
THEATRE by the Publix Theatres 
Corporation. 

Our local Publix theatres | are 
providing our community with very 
fine programs and I feel sure that 
such programs, presented in the 
attractive setting of the new TO- 
LEDO PARAMOUNT, will provide 
the best that can be desired in the 
way of motion picture entertain- 
ment, 

ARTHUR W. PERKINS, 
Mayor. 
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CENSORSHIP 
OF MOVIES 
SCORED 


An emphatic condemnation of all 
censorship generally, and censor- 
ship of movies in particularly, as 
“undemocratiie and un-American,” 
by a group of notables including 
eS ee oS agor- oamce ae 
Walker, Dr. 


GET Parkes Cadman, 
THIS Representative 
RE-PRINTED | Loring M. Black, 
IN YOUR David Mark Grif- 
NEWS- fith and several 
PAPERS! authors, produ- 

——— cers and screen 


It’s Healthy 
for your Box 
Office! 


stars, marked one 
of the high lights 
of the fifth an- 
nual motion pic- 
ture convention 
of the National Board of Review 
recently held at the Hotel Wal- 
dorf, New York. 

Charatterizing all censorship as 
medieval and criticisms against the 
movies on the ground of im- 
morality and lack of good taste as 
baseless—“‘shown by the multi- 
tudes thronging to our theatres,” 
Mayor Walker declares that there 
would be no censorship of New 
York theatres either by official cen- 
sors or reform groups’if he could 
prevent it. The Mayor’s address, 
which closed the convention at the 
Waldorf, was broadcast over a 
nation-wide radio chain. 

Mrs. Newton D. Chapman, chair- 
man of the film committee of the 
D. A. R., objected to the censorship 
of the talkies* not only because it 
opposed the free speech guarantee 
of the Constitution, but also the 
progress and belief of the D. A. R. 

The National Board decided to 
wage a campaign against censor- 
ship in any form and particularly 
as put forth in the bill introduced 
by Representative Hudson. The 
resolution it adopted, and which is 
said to be the greatest resolution 
ever passed by an important body 
on the subject of censorship, fol- 
lows: 

RESOLVED, that censorship 
of the motion picture, whenever 
and however proposed, whether 
benevolent or autocratically ad- 
ministered, is in fundamentsi 
eontradiction of the spirit of the 
democratic principles which 
underlie our theory of govern- 
ment and society. 

It is no exaggeration to claim 


that if the framers of the Con- 
stitution had been aware of tne 


potentialities of the motion 
picture, they would have recog- 
nized the wisdom of guarantee- 
ing the freedom of the screen 
no less than the freedom of the 
press. For the mdétion picture, 
besides being the most charac- 
teristic entertainment medium 
of our age and times is, in the 
deepest sense, news-—the most 
immediate and intimate news of 
the kind of people we are—a 
reflection of our hopes and our 
ideals. 

In a free society, it is axie- 
matic that the individual need 
accept no censorship except 
self-censorship, the discipline 
which the wise man exercises 
over himself. The motien pic- 
ture, too, as an expression of 
ourselves, is in the long run 
self regulative, and no theory of 
‘paternalism, however sophisti- 
eated or disguised, is fit to come 
between a sovereign people and 
the medium through which it 
re-experiences life. 


In that sense, any resolution 
against censorship must be con- 
sidered perpetually in being as 
a Hving protest against an 
atavism which no democratic 
society can tolerate. of 

BE IT FURTHER RESOLVED 
that, with the advent of the 
sound picture, the principle of 
freedom of expression for which 
the motion picture has con- 
tended, can be applied with even 
greater force in so far as cen- 
sorship of dialogue represents a 
direct invasion of the right o” 
free speech with which there 
can be no compromise, and 

BE IT FURTHER RESOLVED 
that this Conference reaflirms its 
past resolutions setting forth its 
opposition to censorship while 
stating herewith its opposition 
to the bill to create Federal cen- 
sorship of motion pictures in- 
troduced into the House of Rep- 
resentatives by Congressman 
Hudson, and 


BE 1T FURTHER RESOLVED 
that the Secretary of the Con- 
ference be instructed to send 
eopies of this resolution to. the 
members of the United States 
Congress. 
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KILL 
THAT WORD 


‘A-N-D’ 


in your ads, trailers 
and posters! 


Use Short punch sen- 
tences! 


Use lots of exclamation 
points to make breath- 
less, enthusiastic, swift 
reactions! 


That word “AND” 
kills lots of good selling 
copy!! It slows copy 
down to a walk when it 
should spurt!! 


Kitt Tuat Worp 
“AND” tw Your 
Copy. 

—Publix Opinion, - 


% > 


AUTO TIE UP 
FILLS HOUSE 
FOR 3 WEEKS 


/ Manager Charles H. Amos of the 
Publix Tennessee Theatre, Knox- 
ville, Tenn., and the Whippet Auto- 
mobile Agency, worked a stunt 
whereby the New Year’s Eve show 
was a complete sell-out, and was 
also responsible for stimulating 
business during the three preced- 
iing weeks. 

At no cost to the theatre, a new 
Whippet sedan was given to the 
person holding the lucky numbered 
coupon which was drawn at the 
special New . Year Eve’s_ show. 
However, the theatre did stand the 
expense of the printing of the cou- 
pons which were given to patrons 
upon entering the theatre during 
the three weeks previous to the 
New Year’s Eve party. 


SONG BY RADIO 
HOOK-UP 


Manager -Robert Hicks of the 
Publix. Howard Theatre, Atlanta, 
Ga., put over a good stunt in the 
form of a radio hook-up in adver 
tising Fannie Brice in “My Man 

In the Henry Grady Hotel, music 
from “My Man” was played from 
set in lobby and broadcasted to 
each of the rooms. At the conclu- 
sion of each number, announée- 
ments were made concerning, the 
play and where it was being 
shown. 

This stunt was used several days 
in advance of play date and 
throughout the pictures’ engage- 
ment, 


Bes 
BROADCASTS THEME 


Picture Contest for “Circus” 


“The Circus,” Manager Homer Le 
Tempt, of the Publix Queen The- 
atre, Austin, Texas, inserted a part 
of a picture in eight separate ads, 
paid by local advertisers, to form 
a. full page cooperative ad with the 
theatre’s ad in the center. 

Contestants were required to 
clip each part out and assemble to 
make a complete picture of a fa- 
mous movie star. The merchants 
domated five dollars as the first 
prize while all the theatre-had to 
furnish was a few tickets for the 
secondary prizes. 


In publicizing Charlie Chaplin in 


i/“WALL STREET” | HERE'S A 3-WAY 


| STAMPEDE AT INSTITUTIONAL 


RIALTO 


The predictions of all Paramount 
and Publix executives that the 
“Wolf of Wall Street” would 
smash all records when first shown 
at the Rialto Theatre, New York, 
more than materialized when 
85,000 people jammed the Broad- 
way theatre, which seats only 
1,904, during the first week and 
rolled up a box office score which 
surpassed by far any previous rec- 
ord in the entire history of the 
theatre. 

Indications of the tremendous 
avalanche were felt the moment 
the doors opened Saturday morn- 
ing. By noon, sucha crowd had 
accumulated before the doors as to 
seriously impede the traffic on the 
street. The stampede continued all 
day and, for the midnight show, a 
thirty minute wait was announced 
on the sidewalk. All preceding 
records for a single day’s business 
were broken that Saturday and 
continued to be broken all through 
the week. 

An outstanding feature of the 
showing was the spontaneous reat- 
tion of the audience to the picture 
and, particularly, to Bancroft’s 
laugh. This laugh was so con- 
tagious that it spread to the audi- 
ence and- the entire house rocked 
with laughter in accompaniment. 
This was particularly true at the 
end of the picture when Bancroft’s 
final chuckle sent the audience into 
a gale of merriment which con- 
tinued, amidst loud bursts of ap- 
plause, after the picture had ended. 

Too much praisecannot be given 
to Manager Robert Weitman’s ex- 
pertly 
ushers, commanded by Chief Usher 
Donald Deely, for the capable way 
in which the enormous crowd, pre- 
vaiing from the moment the doors 
were opened until they were 
closed, was handled. Despite the 
fact that the throngs were so dense 
as. to completely bend one of the 
heavy brass rails at the rear of the 
auditorium, there was no disorder 
or confusion of any kind, the reg- 
ular procedure of filling and sfill- 
ing the house taking place with 
orderly regularity. The entire 


STORY FORYOU 


No reserved seats, and one price 
for any seat in the house, but with 
price changes varying with the 
time of day or day of week, will 
be the policy in effect for the new 
Toledo-Paramount Theatre, newest 


world wonder; 


theatre of the 
famous Publix 
chain, which 
opens at Adams 
and Huron streets 
at noon Saturday, 
February 14th, 
according to Man- 
aging Director 
Sidney Dannenberg, who has been 
here for several days, getting ready 
) for the opening. 

“The success of our de luxe the- 
atres,” Mr. Dannenberg declared, 
“is predicated upon our policy of 
believing that one person is as 
good as another. If we had fe- 
served seats, at higher prices, it 
would make us assume the position 
of social arbiters for the com- 
munity, which is a position we are 
not competent to assume. Our 
company has found it profitable 
and eminently satisfactory to 
‘glorify the people’ and we bend 
Levery energy to do just that. 


“The reason our highest prices 
are at night and on Saturday and 
Sunday and holidays, is because the 
| largest crowds come on those days, 
in such numbers that we cannot 
accommodate them. To make an 
inducement to theatregoers who 
could come mornings, or weekday 
afternoons if they would, we make 
the special bargain prices, which 
are based on the relative pressure 
of traffic into the theatre. 

“We have found that the lower 
we can make our prices, the more 
business we can do. So you will 


Re-write this 
institutional 
story to &t your 
local needs. Use 


it on the screen, 
in ads, and as a 
news story. 


trained staff of efficient| find us constantly adding to the 


quality and quantity of our shows, 
to induce evenly distributed patron 
volume. As we accomplish that by 
earning public confidence and good 
will, we are automatically able to 
lower prices. Our international or- 
ganization of talent scouts, produ- 
cers and experts, as well as our 
huge buying power, makes it pos- 
sible for us to give the public 
shows for less than a dollar, that 
would cost a single theatre oper- 
ating alone, at least four times as 
;much to merely produce.” 


personnel of the theatre, from! 


Manager Weitman to the page. boy, 
was on the floor all day long, barely 
stopping to eat, and the pérfect 
functioning of the theatre machine 
under such swollen and abnormal 
conditions speaks well for the 
efficacy of the famous “Publix 
Service.” 


A ONE-SHEET 


EYE-CATCHER 


YOU CAN USE 
THIS IN THREE 
| WAYS, TOO 


Preferred seats in the new To- 
ledo-Paramount Theatre which 
opens February 16th at Adams 
and Huron Streets, will be in the 
balcony, and the 
higher the better, 


Re-write this | % cc ordin g to 
to fit your thea. | Willye Stahl, 
tre and plant it music director 


as a news story 
in your papers 
if you can, also 
write a screen 
trailer and per- 
manent instita- 
tional poster 
from its thought. 


for the theatre. 
“The- public is 
accustomed te be- 
lieve that main 
floor seats, or 
loges, are the 
best. This cus- 
: tom is a survival 
of the days of theatre building 
when acoustical perfection Was un- 
heard of. Also the main floor seats 
were for the folks who wanted to 
‘be looked at’ amid luxurious sur- 
| roundings, 
_ “As & matter of fact, the accous- 
tical perfection in the new Toledo 


The balcony has exactly the same 


lavish luxury and comfort, the seats 
jare the same all over the ho se, 
}and the wise theatregoers of ro. 
|ledo will prefer the balcony seats 


;on their second and future visits, 


because sound travels upward, and 
the best effect of our sight and 
sound shows will be had from the 
balcony,” 


Paramount extends to every seat, | R 
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The usual m 
proved adequate,” 
the line, “The Ma 
ton Sills,” worked 
tively. Outdoor & 
other eye-catcher - 
good returns. 
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DOOB FILLS 


; 
_ NOVEL ADS 
Ph neat bit of merchandising, 
demonstrating that there are other 
ways of selling pictures besides 
erely using adjectives, is shown 
in tl e layout of ads in the next 
column which were used by the 
Michigan, Capitol and Fisher The- 
atres of Detroit. Oscar A. Doc, 
ertising Manager for 
Theatres, is respon- 


» Theme unsky-Publix houses 
wanted some way to emphasize to 
the public that they considered 
Flying Fleet” and “Home 
ars” two exceptionally good 
es. So the selling argument 
g-run pictures forced into 
week engagements” was used, 
indirectly also plugging the 
y-Publix long-run theatres 
Detroit, too (Adams, Madison 
nd State). | 
Straightforward copy, not in un- 
large space, but.displayed 
different manner than had been 
before, turned the trick. All 
three theatres had exceptionally 
opening days and the merits of 
‘pictures put them through for, 
1 weeks. 
dentally, the Capitol followed 
mmediately with a similar 
¢ argument, announcing an- 
long-run picture for a spe- 
one week engagement,” and 
a very big opening for “The 
Doctor’s Secret,” despite stiff oppo- 
sition from Ted Lewis, in person, 


Michigan. 


mount Theatre, Paris, re- 
the first appearance ‘in 
xs asa 


ican made Paramount pic- 
nocents of Paris.” 
note from the tenor of 
r that it is designed pri- 
for theatre managers. For 
mation, we wish to ad- 
that this sales promotion 
vehalf of “Innocents of 
eing mailed direct from 
r date of February Ist, 
anager whose name we 
“special mailing list, all 
filled in and signed 
Same as the sample ad- 


you. 

suggest that the letter 
sed by theatre managers 
r publicity. 

ON J. BAMBERGER, 
’ Manager Paramount Sales 
_ Promotion Department. 


y ist is the publication 
Grosset and Dunlap’s 75- 
2 picture edition of S. S. 
; celebrated novel, “The 
urder Case.” Striking 

, printed in red and 
rtising the edition, 
to all booksellers in 
es, One side of the 


as Philo Vance. 

your local book 
novel. If people 
o| 2y can hardly 
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DETROIT DISPLAY-ADS, NEW 


$4.50 ROSES GET 
NATIONAL BREAK 
FOR “ABIE” 


“Rowan Miller, Publicity Director 
for Publix theatres in Lincoln, 
Nebraska, got the following story 
on the Associated Press wires, 
thus receiving national as well as 
local publicity, by the simple ex- 
penditure of $4.50 for two dozen 
roses. 

“In the midst of the legislative 
activity in the house this morning, 
Speaker Bern R. Coulter was pre- 
sented with a bouquet of green 
roses which he placed in a vase on 
his stand. Speaker Coulter’s bou- 
quet aroused considerable comment 
among the house. members, but he 
was at a loss to identify the donor, 
as the card said ‘from Abie.’ But 
the mystery was partially cleared 
when some one suggested that 
these were ‘Abie’s Irish Roses,’ 
from Abie himself.” 


At Our New York 


Theatres 


WEEK OF FEBRUARY i6 
Paramount (New York) in 

. Strange Cargo 
Sins of the Fathers 


Brooklyn-Paramount 
Wolf of Wall Street 


Criterion Redskin 
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PARAMOUNT-CHRISTIE|FRONT PAGE AD 


TALKIE WILL STAR 
THE GLEASONS 


James Gleason, author and star 
of “Is Zat So” and “The Shannons 
of Broadway,” and his wife, Lucille 
Webster Gleason, have been se- 
cured by Al Christie to play the 
sketch, “Meet the Missus,” for one 
of the Christie Talking Plays 
which will be released by Para- 
mount this spring. 


NUMBER CONTEST 
PROVES EFFECTIVE 


Manager T. Y. Walker, of the 
Publix Noble Theatre, Anniston, 
Ala., made instant use of a numeri- 
cal contest which had just been 
devolved to advertise Billie Dove in 
“Adoration.” The contest got 
plenty of mouth to mouth adver- 
tising with 560 answers being 
turned in at the box office. 


BUD GRAY NOW WITH WOR 


Bud Gray, formerly Director of 
Advertising and Publicity for the 
Metropolitan, Boston, is now one 
of the directing managers of WOR, 
nation-wide radio chain with head- 
quarters at Newark, N. J. 


TIE-UP SELLS 
MANY SEATS 


Manager N. L. Tower, of the 
Publix Rosetta Theatre, Little 
River, Fla., effectively publicized 
the showing of “Gang War” at his 
theatre by tying up with the local 
merchants on a full page ad in the 
North Miami Journal, the weekly 
paper of the town. e 

On the first page of the paper, 
under a streamer headline, “GANG 
WAR IS HERE!” a news story 
with the -sub-head, “Little River 
Merchants Join Fight as Gang War 
Hits Town,” tells how “coincident 
with the outbreak of ‘Gang War’ at 
the Rosetta Theatre tomorrow 


afternoon and evening,” the mer-| ( 


chants whose ads were shown on 
that page were going to slash their 
prices so that their stocks would 
be considerably reduced by the time 
the “gansters” arrived. The story 
continued in a laudatory descrip- 
tion of the picture. 

The rest of the page was de- 
voted to ads, including one of the 
Rosetta Theatre. The only cost to 
the theatre was $5 for this ad. 
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POPPA CHARLEY RAYMOND 


Telegraphic dispatches from 
Harris Wolfberg, District Man- 
ager for M-G-M in St. Louis, 


spread the news on Broadway that 
Charley Raymond, noted ex-adver- 
tising and publicity manager, now 
managing director of Loew’s State 
in St. Louis is in a frantic delirium 
of happiness because the stork 
brought him a nine-pound future 
press agent. The boys on Broad- 
way had a big party in celebration 
and sent the bill to Charley. 


GET HOT!! 


Masque 
HOTEL ASTOR... MAR. 


bruas ~ aan 


L. J. BAMBERGER 
Room 1252, Paramount Bldg. 
New York 
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The Official Voice of Publix 


Publix Theatres Corporation, Paramount Bailing, New York, Week of February 16th, 1929 
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ie . One of the outstanding secrets of true  pakieeaship i is to seek out the peciitar twists pea 


nature, particularly when massed in a crowd, and build up box office receipts on that knowledge. — 
—DAVID J. CHATKIN, General Director of Theatre 
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“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 


Publix @ Opinion 

Published by and for the Press Representatives and Manegers of 
PUBLIX THEATRES CORPORATION 

SAM KATZ, President 


A. M. Borsrozp, Dr. Advsrtising Bens. H. Seaxowicu, Editor 
J. Avsgat Hiascun, Associate Editor 


Contents Strictly Confidential 


PROFITS! 


“Managers should take cogni- mere 
zance of the distinct box office 7 
value of short talking subjects True Heaven—S reels (sync.)... 
which decidedly must not be con- 
sidered merely as fillers,” declared 
Mr. Sam Dembow, commenting on 
the memorandum sent him on that 
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A Woman in the Night 


Girl on the Barge—-8 reels (A. T. 
Wild Orchids—11 reels (sync.).. 
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LENGTH OF FEATUF 
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industry, their motives are always so pitifully’ ap- 
parent that, like helpless moths, they expire from 
even the feeble illumination which their futile 
efforts engender, without so much as making a 
contact. # 
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Go tell this to your public—and you will put marmalade on 
the bread and butter the industry gives you. 


The character and qualifications of the leader are reflected 
in the men he selects, develops and gathers around him. Show 
me the leader and I will know his men. Show the men and | 
will know their leader. Therefore, to have loyal, efficient em- 
ployees—be a heaps and efficient employer. é; 

ARTHUR W. NEWCOMB, 
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